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@ Do you want to get hold of a 
line of portable lamps that will 
really sell? That will be within 
the reach of your customers ? 
@ We call your attention to the 
lamp illustrated above. A num- 
ber of Central Stations are selling 
this portable for $10. There’s 
a small profit for you even at 
that price. Thelamp, however, 
will sell readily for $12 or $14. 
@You want our catalogue. It 
will show you a wide assort- 
ment of handsome art portables 
that your customers can aftord 
to buy. Our lamps and our 
prices will interest you. 











The 
Goodwin & Kintz 
Company 
WINSTED, CONN. Station 1 

















The Time is at 
Hand when 


Electric Irons 


Sell Themselves 


And where one iron is placed, there 
will it be seen and talked of. 

The Central Station should therefore 
carry 


AMERICAN 
“Steel Clad” Irons 


for they in their turn carry satisfaction. 
We are the oldest exclusive manu- 
facturers of electric heating appliances 
and we offer the “STEEL CLAD”’ 
Iron as the product of years of study. 
May we send you full data? 


Write Today 


American Electrical 
Heater Company 


Detroit, Michigan 





In writing to advertisers, mention ‘‘Selling Electricity.’’ 





May 1908 
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This is a 
HOLOPHANE LUXOLIER 


For Tungsten Lamps 





A moderate-priced, attractive unit for general use. Gives the 
best possible distribution of light and the greatest possible illuminat- 
ing efficiency. 





Send for prices and data. Ask for Bulletin 8. 


HOLOPHANE COMPANY 


(Sales Dept.) 
227-229 Fulton St., New York City 
Boston Philadelphia Chicago San Francisco 
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“What?” 


—says the Central Station 
man who studies the District 
Steam Heating proposition for 
the first time, “do you mean to tell me 
that the revenue from an underground 
heating plant during the eight or nine 
months that heat is required will pay my 
coal bill and station labor for twelve 
months in addition to interest on the 
investment in underground mains?” 


Be" Seas oneiorny meme rR amet) 


wi 














Exactly. 


District Steam Heating 
will pay: 


1. All your coal bills (12 months) 

2. All your labor charges (12 months) 

3. All fixed charges against the un- 
derground mains. 


Why not get the greatest benefit or 
revenue from the fuel you burn, instead 
of exhausting your engines to the atmos- 
phere or condensing during the months 
when heat is required? 





If you think we are not right in the 
above statement let us take you to an elec- 
tric light station and prove our statements. 





Let our engineers show you, in dollars 
and cents, just what this means to you. 
The information costs nothing. Maybe 
you are without dependable knowledge, 
and that is a good definition of prejudice. 


Learn the facts. 








American 
District Steam | 
Company 


Main Offices: Lockport, N.Y. 


Western Offices: Monadnock Bldg, Chicago, IIl. 
Factories: Lockport, N. Y.; Tonawanda, N.Y. 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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“A HIT! 


That is the sign that is hung out 





before every New York playhouse 
when the entertainment attracts 
more than the usual amount of ap- 
proval. That is the sign that should 
: have been hung over the door lead- 





ing to the Commercial Sessions of 
the National Electric Light Associa- 
tion’s 3lst Annual Convention. 

The Convention just closed drew 
the largest attendance in the history 
of these gatherings. The Commer- 
cial Session, ably presided over by 
Mr. Henry L. Doherty, drew the 
largest number cf delegates present 
at any one meeting. This is a rec- 
ord to which the Committee on 





Commercial Program may justly 
“point with pride.” 

On Thursday, “Commercial Day,” 
there were actually present at the 
Convention 1756 delegates and 





guests. Many of those registered 











Commercial Sessions’ Big Success 


National Electric Light Association Enters New Era 


as guests were in reality the repre- 
sentatives of commercial depart- 
ments of member companies. It is 
safe to say that over 1600 of those 
present were central station men. 
vitally interested in everything go- 
ing forward, and especially in the 
meetings devoted to the discussion 
of commercial problems. Of course 
the other meetings were also well 
attended. [rom the opening recep- 
tion to the closing of the last com- 
mittee meeting, interest was main- 
tained at fever heat. [or the first 
time in many years, there was an al- 
most complete absence of “good 
times,” as commonly understood. 
This was a working convention. 
The members were there to transact 
business, to gain the greatest good 
from the many and varied papers so 
ably prepared and well presented. 
There was less social entertainment; 


the bars were less lavishly patron- 





























4 
- 
a 


. gies 


Sig eka atric 


ERE Se re RE SE 








ED TE er Cael’ 
= 


150 Selling Electricity May 1908 





ized; luncheons were abandoned in 
favor of the scheduled meetings. 

When President Dudley Farrand 
tapped his gavel for attention on 
the morning of Thursday, May 2Ist, 
the large Convention Hall was 
crowded and half a hundred stand- 
ing men lined the walls. As soon as 
the meeting had been called to order, 
it was announced that an adjourn- 
ment would be ordered in respect to 
the memory of Mr. R. C. P. Holmes, 
Purchasing Agent of the Common- 
wealth Edison Co., of Chicago, who 
had been brutally slain the night 
before within three blocks of the 
Auditorium Hotel. The entire Con- 
vention was deeply shocked by this 
terrible tragedy which stirred Chi- 
cago to its depths. 

The afternoon session was called 
to order promptly at two o'clock, 
and after disposing of a discussion 
which had been in progress at mo- 
ment of adjournment the day be- 
fore, plunged at once into the Com- 
mercial Program. Papers by Mes- 
srs. Henry J. Gille, V. A. Hender- 
son, L. D. Mathes and Charles A. 
Parker were presented. 

The discussion on the first paper 
started with a rush and was particu- 
larly interesting and _ instructive. 
Messrs. Tait of Dayton and Max- 
well of Philadelphia were particu- 
larly lucid, the latter reading a care- 
ful and thorough analysis of the pa- 
per presented and adding a large 
amount of instructive thought to 
the subject. Not for a moment did 
the interest lag. Additional dele- 
gates continued to crowd into the 
hall for an hour or more after the 
meeting had opened, necessitating 
several interruptions while the chair- 


man found seats for the late comers. 
Even after every chair was taken, 
there were still a hundred delegates 
standing or perched upon the win- 
dow sills; and this in a hall which 
had easily accommodated the at- 
tendance on Tuesday's and Wed- 
nesday’s regular sessions! 

Besides Mr. Tait and Mr. Max- 
well, the first paper presented 
evoked comment and substantiation 
from R. A. Searle, General Manag- 
er of the Rochester (N. Y.) Railway 
and Light Company; Farley Os- 
good; Harold Almert, Managing 
Engineer of the Edison Light and 
Power Company of Wichita, Kan.; 
Arthur Williams, New York Edison 
Company; M. S. Seelman, Jr., ad- 
vertising manager of the Brooklyn 
Edison Company; Howard  K. 
Mohr, advertising manager of the 
Philadelphia Electric Company; T. 
I. Jones, United Electric Company 
of New York City; R. E. Stannard, 
who all remember as Secretary of 
the Denver Gas and Electric Com- 


pany; J. Sheldon Cartwright of 


Knoxville, who presented a very 
valuable paper at the Convention 
in Washington last year, and M. C. 
Osborne of the Spokane Lighting 
Company, State of Washington; he 
was very particular to have it 
known that his was a State. All 
were emphatic in their support of 
the principles advanced by Mr. Gille 
and his Assistant Editors, and much 
personal experience was cited as 
showing the importance of careful 
preparation in any commercial cam- 
paign. The discussion of this pa- 
per was snappy, crisp and to the 
point. Every man who participat- 


ed spoke well and fluently and won 
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the approval of the Chairman for 
the manner as well as the matter 
contributed by each. 

Mr. Henderson’s paper, the sec- 
ond on the program, was also well 
received. Mr. M. E. Turner of 
Cleveland started the discussion by 
reading some notes embodying his 
ideas. The notes were longer than 
the original paper and covered about 
the same ground, but were listened 
to with attention by all present. Mr. 
M. C. White of the commercial de- 
partment, Cincinnati Edison Com- 
pany, followed with some terse and 
It is the Cin- 
cinnati company which secured the 


valuable side-lights. 


largest outline lighting installation 
in the world—some seven thousand 
lamps—and the methods and means 
used in securing this class of busi- 
ness was very interesting to the oth- 
er delegates. 

At this point in the proceedings, 
the Chair interrupted the program 
to announce to the delegates the ill- 
ness which had overtaken Mr. J. 
Robert Crouse, and to ask for the 
appointment of a committee which 
should draft suitable resolutions of 
sympathy and appreciation. Mr. 
Arthur Williams spoke with great 
feeling of the work of Mr. Crouse 
for the Association and for the en- 
tire electrical fraternity, pointing 
out his unselfish labors in making 
successful the Commercial Sessions 
a year ago at Washington as well as 
A com- 
mittee consisting of Mr. Arthur Wil- 
liams, Mr. Perey 


at the present Convention. 


Ingalls and Mr. 
George Williams was appointed to 


draft and forward proper resolu- 


tions. The Chair also 


suggested 


that the delegates send a cablegram 


to Mr. John F. Gilchrist of the Com- 
monwealth Edison Company, Chi- 
cago, at present absent on business 
in Europe, whose past work has 
been so helpful to the commercial 
This 


instant ap- 


interests in the Association. 
suggestion was given 
proval. 

The next paper on “Display 
I). Mathes 
was Editor, was abstracted briefly. 
S. A. 
mercial department of the Raleig! 
(N.C 
der Campbell, general manager of 
the New (Conn.) Gas & 


Electric company; H. W. Hillman, 


Room,” ot which Mr. Is. 
McCullough, manager com- 


.) Electric Company; Alexan- 


Lona yn 


sales manager of Grand Rapids & 
Muskegon Power Company, Grand 
Rapids; Messrs. Campbell, of bos- 
ton; Searle, of Rochester; Chand- 
ler, of Sault Ste. Marie ( Mich.) [d- 
ison Electric Company, and bh. G. 
Tremaine, of the National Electric 
Lamp Company, of Cleveland, dis- 
cussed this subject and succeeded 
in arousing much interest in their 
presentations. 

The session ended with Mr. Park- 
er’s paper on Advertising still un- 
completed. 

Friday’s Sessions. 

It is a most significant thing that, 
although the [riday session was 
called to order at the unheard-of 
hour of eight-thirty, there were 
over one hundred delegates present 
at the first fall of the gavel. 

The meeting was under way 
promptly, and while the discussion 
was generally short and crisp, it 
lacked nothing in interest and eftec- 
tiveness. [Brief abstracts were the 
order of the day. The chair limited 


the discussion as much as possible 
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without seeming to cut into the vi- 
tal points brought out. 

This meeting had originally been 
scheduled as the “Council of Prog- 
ress,’ and a number of prominent 


exponents of commercial progress 
were on hand to epitomize the prin- 
Hon. Leslie Shaw, 


Mr. 


George Macbeth, the lamp chimney 


ciples of success. 
4 


ex-Secretary of U.S. Treasury, 


man (incidentally one of the most 


glass manufacturers in 


successful 


the world), Mr. John R. Morron, 
President of the Diamond Glue 
Company, and Mr. \W. E. Robert- 
it son, the apostle of the Sons of Jove 


—all spoke well and were enthusiastic- 
ally received. Elbert Hubbard failed to 
} appear—to the regret of all present. 


by lantern 


‘Two papers illustrated 
slides were the features of the regu- 
The first, 
George Williams and Mr. 


was read by Mr. 


lar program on Friday. 
by Mr. 
Frank B. Rae, Jr., 
Williams. The pictures, consisting 
of a number of extraordinary exam- 
tf successful line, 


ples of sign, out 


show-window and special — street 
lighting, aroused much interest and 
provoked a lively discussion. Mr. 


eee 


ating Engineering as a Commercial 


Lansingh’s paper on Ilumin- 


actor, also brought out a good dis- 
The 


trate this paper showed lighting in- 


cussion, slides used to illus- 
stallations where very rudimentary 
engineering practice had converted 
gas customers to users of electricity 
and saved cut-offs by reducing high 
electric bills. 

All the papers presented to the 
Commercial Sessions, with two ex- 
ceptions, are printed in this maga- 
zine in abstract. They indicate the 
highest order of talent, deep and 
careful thought in preparation and 
wise choice of subjects. They mark 
the high water mark of central sta- 
tion commercialism, indicating with 
what shrewdness and conservatism 
the subject is being studied and ap- 
plied by those who were only a year 
about 


ago accused of being “crazy 


advertising.” 
















convention. 





A Tribute to J. Robert Crouse 


At the close of the discussion on Friday afternoon on the subject 
of the Co-operative Electrical Development Association, Mr. 
Montague, General Manager, Buffalo & Niagara Falls Electric Light 
& Power Co., Niagara Falls, introduced the following resolution: 


Whereas, this Association hears with deep regret of the illness of 
Mr. J. Robert Crouse, who has been most active as a member of the 
association, constantly, devotedly and unselfishly promoting its interests 
in every possible way, be it therefore 

Resolved, that we tender to Mr. Crouse our deepest sympathy at 
this time, with our devout wishes that his recovery may be speedy and 
complete and that we may be able to welcome him again at our next 


(The resolution was unanimously carried. ) 


. &. 





























Straight Talk 


y 


Some of the Best Thoughts Expressed During Discussion of Commercial Papers 


James T. Maxwell, General Agent, Philade'phia 
Electric Co. 

What can we do to increase the percent 
ige of business connected to the system? 
First, keep our eyes upon the business al 
ready secured; second, watch the losses 
carefully and find out why business is lost 
—this is just as important as securing new 
‘ustomers. 

The solicitor who brings in many con 
tracts because he has made promises and 
guarantees to his prospect which the com 
pany later finds difficulty in carrying out, 
leaves a trail behind him that it may take 
many months to counteract. 

Farley Osgood, Supt. of Distribution, Public Service 
Corporation, Newark, N. J. 

One of the greatest difficulties in the 
matter of complaint work is brought about 
by the representative of the company, to 
whom the customer makes the complaint, 
assuming that there is no justifiable com 
plaint. Better progress can be made with 
the customers if we sympathize with them, 
and try to see their side of the proposition 
Harold Almert, Managing Engineer, Edison Light & 

Power Co., Wichita, Kan. 

Prompt and courteous attention to cus 
tomers, particularly in regard to any cus 
plaints which they may make, will do more 
in holding business than anything else | 
know of. 

Arthur Williams, General Manager, New York 
Edison Co. 

We should look on a complaint as an op 
portunity to get better acquainted with the 
customer and to get him better acquainted 
with our work and ideals. 

J. S. Cartwright, Supt. of Lighting, Knoxville Ry. 
and Light Co. 

There is too much attention paid by the 
ordinary run of solicitors in trying to make 
a record to see how imany 16 c.p. equiva 
lents they will get connected at the end of 
the month. The load-factor is something 
which should always be kept in mind. Fur- 
ther, in going after this business the mat- 
ter of the load-factor of our station (which 


of course means the largest net return for 


the smallest output of coal) should lead us 


to scan the business very carefully, and t 
try to eliminate the business which is not 


profitable to us. 


R. M. Searle, Gen’l] Mer. Rochester Railway & 
Light Co. 

This is the third panic that I have passed 
through in my connection with the light 
ing business of nearly 24 years. We very 
carefully considered whether we could af 
ford to discontinue our commercial depart 
ment and the engineering department, to 
effect a saving. The more we analyzed it 
and.considered it, the more apparent it be 
came that we just work harder and spend 
more money. The time to advertise and 
the time to get business is when you are 
losing it—when the load factor is not run 
ning up to its peak demand. We _ have 
kept steadily at work all through the re- 


s 


1 


cent panic, and up until the Ist of May we 
have added at the rate of $1000 a day gross 
earnings. In 1906, a year of great prosper 
ity, that was considered excellent work. 
Why should we discontinue it? | am not 
comparing it with 1907, a phenomenal year. 
There were many great strides, something 
I do not think, owing to the degree of sat 
uration which we are reaching, we can ever 
equal again. Why should we discontinue, 
when up to the first of this month we were 
showing sales even somewhat better than 


the good average year of 19067 


\t the close of the Friday afternoon ses- 
sion Mr. Alex. Dow paid this tribute to 
the men to whose activity the success of 
the Commercial Day was due: 

Before closing the Commercial Program, 
it seems to me there would come with good 
grace from an officer of the association 
who has not been active either in the prep- 
aration of the program or attendance upon 
the special meetings, some remarks of ap- 
preciation of the work done in the organ- 
ization of Commercial Day and of the 
Council of Progress. To me, to others of 
us, especially to all of the older men in the 


business who have seen this association 


me 





Sear Stein 


a 


we 
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grow, the most marked feature of this most 
important meeting has been the tremen- 
dous interest taken in the commercial feat- 
ures and in the broad policy matters which 
are inevitably intertwined with what you 


might call in the narrowest sense commer- 
cial matters. 

The interest by all members, shown by 
the very wide character of the discussion, 
by the numerous papers and speakers, by 
the constant attendance, crowding’ the ca- 
pacity of the meeting room which was ex- 
pected to be more than ample, has proven 
the wisdom of those who first conceived 
the idea of special commercial sessions. It 
is a sign of the very great consequence, a 
good sign for the future of the association, 
the interest that is taken, not only in the 
discussion of purely technical matters, as 
we have been discussing them recently on 
this floor, by those who are interested in 
such matters and have made them their life 
work, but the interest in those things which 
; 


concern the welfare of the electric ght 1n- 


dustry which in the broadest sense, are 
matters for which this association organized. 

Speaking, therefore, as one who has had 
no part in the preparation of this program, 
and no part in the carrying out of the pro- 
gram I wish to move, Mr. Chairman, a 
special vote of thanks to those who have 
done the work, particularly to Mr. C. W. 
Lee and to his entirely too numerous to 
mention able and vigorous and thank God 
young assistants. (Applause. ) 

THe CHAIRMAN :—Before putting that 
motion I just want to say that the work 
done by these men has been of character 
that will make the National Electric Light 
\ssociation the leading organization not 
only of this country, but of the world, of 
a similarly technical nature. That sort of 
work on the part of a large number of the 
delegates of this association will put it to 
the front at even a faster rate than it is 
now getting there. 

(Mr. Dow’s motion was put to vote and 


unanimously carried. ) 





Hand Book Prizes 


HE Report of the Committee 

on Solicitor’s Hand-Book 
Prizes was presented on Fri- 

day afternoon awarding the prizes 
offered last year by the Co-operative 
Electrical Development Association. 
Twenty-six hundred dollars in 
money was offered for three hand 
books, covering data on the subject 


of light, heat and power. 

The awards were as follows :— 

Hand-Book on light.— 

First Prize, $500, R. Borlase Mat- 
thews, London, England, and C. T. 
Wilkinson, Schenectady, N. Y. 


Second Prize, $300, James S. 


Wiltse, Brooklyn, N. Y. 


Third Prize, $200, H. W. Hillman, 


Grand Rapids, Mich. 

Hand-Book on heat.— 

lirst Prize, $500, Kk. Borlase Mat- 
thews, London, England, and C. T. 
Wilkinson, Schenectady, N. Y. 

Second Prize, $300, James T. 
\V iltse, Brooklyn, ee 

Third Prize, $200, La Rue Vred- 
enburgh, Boston, Mass. 


Hand-Book on power.— 


5 


First Prize, $300, Paul Bate, Chi- 
cago, Ill. 


Second Prize, $200, C. A. Graves, 
Brooklyn, N. Y. 

Third Prize, $100, R. Borlase 
Matthews, London, England, and C. 
T. Wilkinson, Schenectady, N. Y. 
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Read Before the National Electric Light Association at Its Thirty-First Convention, 
Held at Chicago, Ill., May 19, 20, 21, and 22, 1908 


By PauL 


ICKENS, in his 


ILUPKE 


quit right then and 





usual extrava- 
«cy 


da 


“Prince | 


rant way, in 
ull” says this: 
“She was a fairy, this 
Tape—she could stop 
the fastest thing in the 
world, change the 
strongest into the weak- 
est, and the most useful 
into the most useless. 
To do this she had only 
to put her cold hand 








there, for tape—red tape, 
if you will—there must 
be to prevent chaos; but 
those charged with its 
manufacture face a grave 
responsibility. 

lLaw is imperative, vet 
“that country is best 
governed which has the 
least law.” Rules must 


be designed to assist in- 





dividual judgment, not 





upon it and repeat her 
own name, Tape. Then 
it would wither away.” 
Now we are told that hard in the 
wake of combinations, consolida- 
tions and nine-hundred-and-ninety- 
nine-year leases there sneaks this 
same bad fairy, Tape. But—do you 
believe in fairies? I say, don't; at 
least not in business fairies; it is a 
poor policy. Deal with facts abso- 
lutely and entirely, and fairies, good 
or bad, will never trouble vou. They 
are created merely for the weak, 
who try to hide their own shortcom- 
ings behind the skirts of fancied 
grievances. Never mind what Dick- 
ens says—tape is a necessity. With 
the growth of every business the 
time comes when it begins to be 
impracticable to have Tom, Dick 
and Harry meddle in everything 
and anything that concerns the com- 
pany. The man who can not bring 
himself to realize that had better 


to stifle it. The attempt 


Paul Lupke 


to cover every specific 
instance by a general rule promotes 
indifference. \Vrite all the rules you 
please while the spirit moves you, 
but never send them out till you 
are sober. ‘There is the possibility 
of making the remedy worse than 
the evil. Remember the Shildburg- 


ers? They complained to the town 


council that the game-warden on his 
rounds trampled down too much of 
their grain. “We will soon remedy 
that,’ decreed the council, and 
forthwith appointed four strong 
men to carry the warden. Don't 
emulate that example . 

What is needed most is a consci- 
entious cultivation of the sense ‘of 
proportion. For instance: I claim 
that when my boy was taught in 
school that Africa has 174,396,413 
inhabitants a great wrong was done 
him. Such perverted accuracy must 
unduly twist the sober sense of 
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judgment of the relative importance 


of things. How many of us keep on 
counting the inhabitants of Africa 
to the last man all through our 
lives? Did you ever see a gang of 
forty-cent-an-hour linemen wait pa- 
tientlv—and_ willingly, forsooth— 
while a nine-dollar-a-week — store- 
‘oom clerk figured out the cost of 
a four-inch spike to the seventh dec- 
imal point of a cent? It is a sign of 
greatness to be able to judge when 
the seventh decimal is worth while. 
Perhaps it is most essential in sct1- 
entific investigation, for behind it 
Nature may hide one of her well- 
guarded secrets, but the seventh 
decimal in every-day routine is an 
unmitigated nuisance. Yet, says 
the auditor, we must have it to keep 
uur pennies straight. True, a penny 
one way or the other may be worth 
a war, if it involves a principle, but 
the man of the hour is he who can 
find the way to keep principles and 
pennies at a safe distance. If vou 
insist upon carrying the supposed 
accuracy of your accounting one 
single point bevond that warranted 
by the limit of correctness of its 
basic data you are foolishly and 
recklessly wasting time, money and 
the very life-blood of men. 
Intelligent approximation is a 
high art solely neglected. Figures 
should not be relied upon to the ex- 
clusion of common sense. Of course 
figures don't lie, but for that very 
reason they furnish the liar his 


sharpest tools. We are apt to be- 


come slaves of figures and worship 
the golden calf of averages and per- 
centages. At the end of every 
month we reduce an avalanche of 
reports to a few neat sheets of bare 


figures, a sort of skeleton de luxe, 
the dry bones of which are rattled 
industriously in executive session 
and—well, the devil may catch the 
hindmost, or wce versa. Chasing 
figures with explanations is a sad 
job. Mere figures climb to places 
where explanations can not follow. 
So much for that. 

Furthermore, in laying down the 
laws for the company the intimate 
interdependence of the departments 
must have most careful considera- 
tion, else there can be no successful 
parallel operation. The necessity 
modern 
conditions often places at the head 


for specialization under 
of a department a man_ whose 
knowledge of the operation of other 
departments is confined to what 
might be termed a course in the in- 
tra-company correspondence school, 
and in that case the value of an effi- 
cient clearing-house can not be 
Without it rules 
will clash, the same information will 


overestimated. 


be asked for in half a dozen differ- 
ent ways, multiplying uselessly the 
labor necessary to get it together, 
the general good will be sacrificed 
to the whim of the individual, mer- 
itorious effort will be strangled, am- 


bition embalmed, and a_— dead 


“what's the use?” feeling will begin 
to permeate the system. The con- 
clusions of a man who refuses to 
look beyond his own nose, no matter 
how long that may be, will lead him 
into the wilderness. 

Still another point. Nothing will 
promote economy more effectually 
than a continuous uniform rate of 
production. We fully realize that 
in the operating department, and 


are moving heaven and earth, and 
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justly so, to find means to flatten 
the peak unalterably imposed upon 
our stations by the 
the earth once in twenty-four hours; 
vet we deliberately create an entire- 
ly artificial monthly 
commercial, accounting and busi- 
ness department, for which, in the 


last analysis, no more valid reason 
can be advanced than that 
travels around the earth somewhere 


neighborhood of once a 


What a boon the elimina- 


in the 
month. 
tion of this peak would confer upon 
an army of weary men, whose en- 


ergies are indeed fully taxed in 
handling the tape that most careful 
and wise administration demands! 

In handling this tape there are 
really but two points to be ob- 


served: they are strict compliance 
with the rules and the avoidance of 
errors. An immense amount. of 
smooth red tape can be reeled off in 
record time, provided you take care 
not to get it into a snarl. In the 
complex system of a large concern 
errors are positively hydra-headed, 
and not every clerk is a Hercules. 
The only way to treat an error 1s 
to kill it a-borning; once it sees the 
light of day it devours time and pa- 
per in prodigious and ever-increas- 
ing quantities. A runaway error is 
harder to stop than a slander. 

With all due precautions taken to 
avoid them, there will crop up now 
and then, among the complexities 
of necessary tape, some really weird 
excrescences. How shall we treat 
them? Little good will result from 


combating igenious foolishness 
with tillmanesque ferocity; sarcasm 
will always be paid for in counter- 


feit coin. Neither is it well to try to 


revolution of 


peak in our 


do a rule to death by quixotic super- 
observance; you run the risk of be- 
ing done first. Nor yet is it well to 
skip over it in a careless, perfunc- 

ry way, like that particular typ: 
of Bridget who is always done. Ac- 
cording to her notion, dinner was 
invented for the sole purpose of 
having it over with. It is the wise: 
plan to use sober reason persistent 
lv; nothing inherently wrong cat 
stand long before it. 

But there remains one case wher 
individual judgment must ris 


1] 
I 


; ; 
above all rules—-that is, an emer 


ency. An emergency, provided he 
has taken every precaution to pre 
vent it, is a man’s greatest opp 
tunity. lle who in the fierce glar 
of an emergency hides in the pri 
tecting shadow of a rule might as 
well acknowledge himself a coward, 
for, if he is a man at all, | 
ever after carry with him the gnaw- 
ing consciousness of failure. 

\fter all is said, the backbone of 
a company is not its rules but its 
men. No concern of magnitude has 
any use for heroic individualism of 
the hermit type, but there is a cry- 
ing need for honest, loyal, collective 
individualism. 

Out of the maze of filing cabinets, 
where card indices innumerable 
gather dust in their polished metal- 
trimmed caskets; above the bevies 
of typists who clatter away fever- 
ishly at the keys between primping 
and candying; above the horde of 
clerks wallowing in quadruplicates 
above the groups of petty officials, 
who deem it their principal duty to 
dictate reams of letters to be handed 
across the corridor—there must al- 


~ 


Ways rise a select few, firm of grip, 
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clear of view, broad of mind, who 
will absolutely dominate red tape. 
Try, you, to be one of them. Rele- 
gate relentlessly to some one else 
all the things that some one else 
can do as well as yourself. Thor- 
oughness does not mean indiscrimi- 
nate attention to an aggloMeration 
of petty details; it means the intel- 
ligent elimination of unessentials 
and a firm grasp on matters of vital 
importance. Let it be your constant 
aim so to manage affairs in your 
care that they will run smothly and 
efficiently without you; for the mo- 
ment you have reached that point 
invariably coincides with that of 
your promotion. The battle will al- 
ways be to the strong, sacred as 
well as demagogic generalities to 
the contrary notwithstanding. Nev- 
er flag. Retrogression begins the 
moment you are firmly convinced 
that you are doing your best; there 
really is no best. Hundred-per cent 
efficiency and perpetual motion are 
synonymous. Meritorious effort and 
genius forever try to approach 
them; ignorance and madness alone 
claim to reach them. be always on 
guard, for as soon as you begin to 
count upon what you have done 
vesterday, and not what you are 
doing today or what you are able 
and willing to do tomorrow, it is 
the proper time to hand in vour res- 
ignation if you would avoid un- 
pleasantness. When vou arrive at 
that state of mind where everything 
anybody else does is absolutely no 
good; when all changes and inno- 
vations are utter rot; when you feel 
more like throwing a handful of 
sand into the business machinery 
than using the oil can; when you 


become a slave of conditions instead 
of being the?r master, you are old, 
brother—vou are ripe for the pen- 
sion list and half pay. 

The company man needed and 
wanted is he who can stoutly and 
with ability defend his own opinion 
while a matter is under discussion 
and open to argument, and who, if 
overruled, is broad enough to bring 
his best efforts, with true loyalty, 
to bear upon making an unqualified 
success of the opinion that pre- 
vailed; in short, a company man 
must be able to abide by the decis- 
ion of the court and go to work. 
Concerted action of men who have 
minds of their own must always be 
based on a compromise. Though 
we can not all get what we think is 
best, we must nevertheless all do 
the best we can with what we get. 
He who goes off nursing a grudge, 
sulking behind petty routine, wait- 
ing and watching for the time when 
he may crawl out of his hole with a 
doleful “I told you so,” will soon 
find himself forgotten. The chances 
are that he will be shriveled and 
dry before his opportunity arrives. 

But in all our efforts let us never 
forget that, besides being company 
men, we are also men—just that. 
Let us not fail to observe that the 
world is slowly recasting valua- 
tions. Raw dollars are not worth 
as much as they were some years 
ago, still there are men. who, having 
sold their souls to success, keep on 
counting dollars above all else, and 
they will probably die doing it. My 
appeal is to the young men—you 
whose actions will determine the 
fate of the nation for the next gen- 


eration—yvyet I can not find words 
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adequate to take the place of these, 
which, though spoken over 60 vears 
ago, seem more timely today than 
ever before. I will but humbly re- 
peat them in the fond hope that you 
may heed their lesson: 

“And, further, I will not dis- 
semble my hope that each person 
whom I address has felt his own 
call to cast aside all evil customs, 
timidities and limitations, and to be 
in his own place a free and helpful 


man, a reformer, a benefactor, not 
content to slip along through this 
world like a footman or a spy, es- 
caping by his nimbleness and apolo- 
gies as many knocks as he can, but 
a brave and upright man, who must 
find or cut a straight road to every- 
thing excellent in and 
not only go honorably himself, but 
make it 


the earth, 
follow 
him to go in honor and with bene- 
fit.” 


easier for all who 





Preparation for a Gampaign 


This Subject Broadly Covers the Entire Commercial or Sales Department 


By HENRY J. GILLE 


The duties of this department are 
primarily to promote the sale of the 
product of the and to 


bring about closer relations with its 


company 
consumers and the public. Promot- 
ing the sale of our product covers 
the introduction of devices and ap- 
pliances for consuming electricity, 
educating our consumers and pros- 
pective consumers to properly and 
economically use appliances for 
light, heat and power, and extend- 
ing the use by applying our product 
to the needs of the public, develop- 
ing friendly relations and attending 
to its need. 

The organization should consist 
of men and women 
interest of the work at heart and 
who will put their best energies into 
it. They must be trained along 
broad lines, not only to realize and 
appreciate keenly the interests of 
the company, but must also study 


who have the 


the consumer's 


that 
the best possible results may be ac- 


the 


conditions so 


complished with energy for 
which he is paying. 

The city should be divided into 
districts—the districts 


separate from the business districts 


residence 


—and there should be as many busi- 
ness districts as there are residence 
districts. In the residence district 
[ have found that one good way is 
to make a division on a basis of the 
number of the line. 
The business district must be divid- 
ed arbitrarily. 


residences on 


Each representative 
should be given a business district 
and a residence district, for the rea- 
son that a man can perform his du- 
ties to better advantage by having 
his territory divided in this way, as 
there are times when it is not de- 
sirable to call at residences. 

The district representative should 
be augmented by special men, men 











































160 Selling Electricity 


May 1908 





who are specially trained along cer- 
tain lines, such as power business, 
sign and decorative lighting, isolated 
plants, engineering, illuminating en- 
eineering, new buildings and archi- 
tecture. The duty of special men 


should be to co Operate with the ¢ 











H J G le 


trict representatives in taking care 
of business, existing and prospec- 


tive, where expert advice and assist- 


ance is necessary. 


The value of a representative to 
the company is not in the number 
of calls made per day, or in the 
number of lights and motors con- 
tracted for, or in the mass of re- 
ports or forms he fills out—but in 
the amount of revenue he can ac- 
tually produce. Therefore all that 
should be required of a representa- 
tive is a simple daily report, cover- 
ing the names of customers of con- 
tracts closed, the connected load 
under various classifications and 
estimated revenue per annum under 
various classifications, calls on pros- 
pective business, stating the class, 


and calls “no business.” All other 


information regarding the territory 
pertaining to new business should 
be kept by the representative in a 
book for that purpose. Ile should 
report on separate blanks com- 
plaints of poor service or anything 
requiring attention. 

In organizing this department 
and carrving on the work it is de- 
sirable to make a house-to-house 
canvass, carefully carding all 
houses. This card should contain 
such information as owner of the 
building, occupant, street and num- 
ber, class of building, class of busi- 
ness, wired or not, kind of illumina- 
tion and kind of power used upon 
completion of which itemized and 
detailed information is obtained 
showing the amount of business to 
be secured. It is very easy to over- 
load a card index with information 
that it is almost impossible to keep 
up. This card should therefore be 
limited to essential data only. The 
cards should be variously classified 
for use by district representatives 
and for mailing advertising matter. 

In prosecuting a campaign it has 
been found most profitable for the 
representatives to direct their ef- 
forts along certain lines; for in- 
stance, on consecutive weeks it 1s 
wise to specialize respectively on 
signs, outlining, window lighting, 
power, decorative lighting, addi- 
tional consumption of. present cus- 
tomers, and so forth. After special- 
izing a week on one subject have 
each representative make a general 
report on the success of his efforts 
with that class, and by all represen- 
tatives concentrating their efforts 


much better work can be secured. 
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It has been found desirable for 
the men in the Commercial Depart- 
ment to get together one evening 
each week, at least, to exchange 
ideas, discuss subjects that confront 
them in their districts and those 
that confront the industry at large, 
such as new devices and appliances 
that open new avenues for the sale 
of our product and in order to get 
the co-operation of all the depart- 
ments of the company, as well as 
to keep the general manager in- 
formed regarding the work, it is a 
good plan to have meetings at reg- 
ular stated intervals—including the 
general manager, secretary, treas- 
urer, superintendents, chief  en- 
gineer, commercial manager, heads 
of departments, and one or two rep- 
resentatives—for the purpose of dis- 
cussing all new-business matters 
and where suggestions for improve- 
ments in the work of the depart- 
ments can be taken up. It will be 
found that from the varied inter- 
ests represented in this committee 
many new and original plans will be 
formulated, a spirit of harmony will 
be cultivated, which will be in turn 
transmitted to all departments of 
the company. 

Mr. Gille here takes up different 
classes of business and discusses the 
basis on which a solicitor should be 
credited for the business which he 
brings in and continues: 

It is important that the Commer- 
cial Department should have a rec- 
ord of business lost, classifying it 
under Reasons for Loss. If this 
is done it assists very materially in 
exerting effort to get back business 
that has been lost to some other me- 


dium. It should be as important to 
know the reasons why business is 
lost and what has replaced it as to 
know what medium our service re- 
places. 

very complaint, whether  re- 
ceived by letter or personal call, 
should be thoroughly investigated 
by referring to the consumer's ac- 
count. In many cases the reason 
for complaint is readily found, and 
reply should be made to the con- 
sumer at once. Promptness should 
be the aim in the settlement of com- 
plaints, as it creates a better feeling 
in the customer’s mind to know that 
he is getting prompt attention, and 
it also facilitates very much the col- 
lection of accounts. 

Every complaint or order should 
be recorded, and after the orders are 
reported back to the department as 
completed, the custom has been ad- 
opted by many companies of mail- 
ing a carefully worded letter or re- 
turn postal card to the complainant, 
asking if the service has been made 
satisfactory and requesting advice 
by return postal. This insures good 
service to the consumer, who appre- 
ciates the attention. In many cases 
it may be advisable to have a rep- 
resentative of the Commercial De- 
partment call on the consumer, this 
depending, of course, on the nature 
of the complaint. 


In conclusion the Editor takes up 
the matter of collections and the ne- 


cessity for the careful handling of 


this department, so that it may not 
embarrass the efforts of the solici- 
tor. 
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The Display Room 


BY L.°D; 


The recognition of the value of 
the display-room was first recorded 
through the opening to the public 
of an elaborate display of electrical 
devices by the Boston Edison Com- 
pany in 1898. From this display 
there resulted such widespread in- 
terest and favorable comment that 
the management was prompted to 
undertake the maintenance of a per- 
manent electrical exhibit, the end in 
view being to afford to the public 
an education concerning the many 
applications to which electricity 
could be adapted, and in this way to 
indirectly expand the connected 
load. 

ok 

The principles first conceived by 
the Boston Edison Company are to- 
day recognized as the foundations 
of progressive central station ac- 
tivities in the display-room line. No 
operating company but can afford 
to make some effort in this line. 
(Only companies of the larger cities 
can undertake operations of the 
magnitude of Boston, New York 
and Chicago, but if no more than a 
space 6x8 feet in a show-window 
or the front part of the office can be 
afforded, an opportunity of the 
greatest value is lost should the 
manager neglect to show his wares. 


All” authorities agree that the 
most careful consideration should 
be given to the equipment of the dis- 
play room, particularly that the ser- 
vice provided for the light and 


MATHES 


power consuming devices be both 
ample and flexible, with an abund- 
ance of floor space and wall plates, 
or other connecting devices of the 
most approved type, installed, so 
that demonsiration of any device 
may be conducted in any part of the 
room. 

By observation it will be noted 
that in the greater number of cases 
the display-room embraces _ the 
window space as well. On this ac- 
count it is regarded by some that 
the window display is the keystone 
of the arch—that the brightest and 
most attractive exhibits should be 
made in the windows, that the same 
may attract the attention of those 
who pass. 


Demonstrations, _ particu- 
larly along lines of cookery, have 
long been standard practice by gas 
companies, also by the manufactur- 
ers of wood, coal and oil stoves. 
Surely there can be nothing to com- 
pare with electricity when it comes 
to demonstration. With the subtle 
fluid we turn the wheels in factor- 
ies, make night into day, prepare 
our food, sweep and polish the 
floors, clean our clothes, and _ per- 
form with expedition and economy 
innumerable of the operations that 
necessarily are involved for the ex- 
istence of man. 


>k * Od > * *k * 


Many companies have adopted 
the plan of conducting demonstra- 
tions in their display rooms at stated 
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intervals, say on Friday and Satur- 
day of each week. Others run dem- 
onstrations during the first ten days 
of the month, this being the period 
when the greater number of patrons 
visit the offices for the purpose of 
liquidating their accounts. As a 
rule these demonstrations are con- 
fined to the operations of sewing 








L. D. Mathes 


machines, chafing dishes, coffee 
percolators, vibrators, curling-iron 
heaters, and others of the better- 
known devices. The heavier dem- 
onstrations, such as cooking, clean- 
ing carpets and rugs by the vacuum 
process, and the washing machine, 
come under head of “special.” 
Operating companies have pro- 
fitably co-operated with domestic 
science clubs, women’s clubs’ or 
other women’s. organizations of 
standing in the community. These 
movements involve the company in 
considerable expense, requiring the 
services of lecturers or expert dem- 
onstrators from out of town. Where 
progressive contractors are engaged 
in the community, their active 


moral and financial support can 
often be secured. 

It can be seen beyond a question 
that these movements are all of 
great benefit to every interest iden- 
tified with the electrical trade. In- 
stances are many where residents 
of the smaller towns upon return- 
ing from one of the cities wherein 
they visited the Electric Show have 
gone to their local company for 
equipment, of the existence of which 
they did not before know. 


Practice has demonstrated that 
in the spring and summer months 
special attention should be drawn, 
through demonstration, to those ap- 
pliances which are particularly use- 
ful in hot weather. This would em- 
brace fans and cooking apparatus, 
small refrigerating plants, irons, 
laundry machines, dish washers, 
carpet sweepers, sewing-machines 
and appliances that lighten the work 
of the housewife. In the fall and 
winter months we should give more 
attention to electric heating, such 
as foot warmers, radiators, heating 
pads, hot-water-bottle heaters, and 
so forth. 


Pure-food shows are generally 
recognized as affording an excellent 
opportunity for central stations to 
demonstrate many of the domestic 
utilities, particularly complete cook- 
ing cabinets, motor driven coffee 
and spice mills, meat choppers, bone 
grinders, and so forth. Miniature 
pure-food shows are being conduct- 
ed in many of the cities by depart- 
ment stores. In every case observed 
the central station has co-operated. 
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The usual practice is for the com- 
pany to furnish the service and 
equipment in lieu ¢ 


f payment for 
space. The company provides an 
experienced attendant, who distri- 
butes literature, gives general in- 
formation on any subject desired, 
quotes prices, and secures in a reg- 
ister as many names as possible of 
the visitors. Needless to say, the 
solicitors ‘at a later date follow up 
the work. 

A field that has had but slight ex- 
ploitation, for reasons which are 
apparent, is that of making exhibits 
and giving demonstrations at coun- 
ty and state fairs; where a fair is 
held in the vicinity of a large town 
or city, there is naturally a liberal 
attendance from such city. A num- 
ber of instances have been noted 
where central station companies 
have taken space in the exhibition 
hall, and, in addition to showing an 
attractive line of utensils and de- 
vices, have demonstrated the sewing 
machine, washing machine, percola- 
tor, chafing dish, and other heating 
units. This practice has been con- 
tinued by one company in Iowa for 


four years, and each season the re- 


sults have shown marked improve- 
ment; the direct sales being satis- 
factory, and many names added to 
the prospective customers’ list 
which produce results upon per- 
sonal calls at later dates by solicitors. 

No standard has been or will be 
devised that will cover successfully 
varying conditions found in differ- 
ent localities, which means that the 
head of each commercial department 
must diagnose the case from the 
point of view that appeals to him as 
the most reasonable to take. Efforts 
of every class that tend to public- 
ity should be classed as advertising. 
Advertising is one of the most high- 
ly cultivated of the American arts. 
The central station interests of the 
country have been slow to become 
disciples of this art, but the past few 
years have seen wonderful advance- 
ment along these lines. The great- 
est factor in the advancement of 
central station advertising, display 
and demonstration has been the 
work of those tireless individuals 
who created and are so successfully 
conducting the Commercial Day 
Programme of the National Electri> 
Light Association. 





The Electrical Contractor 


By JOSEPH F. 


What has the electrical contrac- 
tor done to increase the demand for 
electricity? As a preliminary con- 
sideration, before attempting to 
answer the above question, it will, 
perhaps, be well to classify the va- 
rious ways in which new business 
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may come to a central station. 
Briefly, such a classification may be 
made somewhat as follows: 

First: Through direct effort on 
the part of the central station, gen- 
erally by means of advertising mat- 


ter or through personal solicitation, 
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or through a combination of both. 

Second: Through the efforts of 
individuals or of firms whose in- 
direct interest in the sale of electric- 
itv is brought about by their desire 
to sell some product requiring the 
use of electric current for its opera- 
tion. 

Third: Through direct application 
on the part of the consumer. The 
influences controlling such applica- 
tions are often difficult to trace, and 
they are not infrequently an indirect 
result of forces put in operation 
through the agencies mentioned 
above. 

The direct influence of the electri- 
cal contractor in extending the use 
of electricity is clearly included 
under the second heading, to which 
the opening question limits the 
scope of this paper. 


The first subject considered is 
that of the large electrical contrac- 
tor and what he has done to in- 
crease the demand for electricity. 
The class of installation generally 
sought for by the large contractor 
is usually of sufficient size and im- 
portance to be planned quite fully 
in advance, either by an engineer 
or, in the case of a new building, by 
the architect, the contractor, how- 
ever, often serving in an advisory 
capacity and assisting in the pre- 
paration of specifications. It is un- 
usual for a contractor, of the class 
under consideration, to attempt to 
create a demand for any new electri- 
cal work, as his time is usually well 
occupied in caring for work for 
which the demand already exists. 
The above facts would tend to show 


that the large contractor is not in- 
strumental in increasing the de- 
mand for electricity to any great 
extent, when the matter is viewed 
in the strict sense of his creating 
such demand. 

Coming to the case of the small 
contractor, the conditions are radi- 
cally different. The greater part 
of his work originates from personal 
solicitation. He is oftentimes able 
to reach a class of small shopkeep- 
ers who cannot be successfully ap- 
proached by the central station's 
solicitors, and many installations of 
electric light, as well as small mo- 
tors, in the smaller class of stores, 
are directly attributable to the efforts 
of this class of wiring contractors. 


In view of the fact that these con- 
tractors are particularly well equip- 
ped to solicit business from a certain 
class of possible customers for cen- 
tral station service, it would appear 
to be a wise policy to encourage 
such solicitation in every possible 
way. In order to bring about closer 
relations and to offer instruction of 
a kind that would assist the contrac- 
tor in advocating the use of electric- 
ity for various purposes, the central 
station could profitably give  lec- 
tures or informal talks at frequent 
intervals, to which all contractors 
should be invited. The regular dis- 
tribution of printed matter such as 
would be of assistance to a solicitor, 
would afford a means of familiariz- 
ing the contractor with the argu- 
ments used by the central station 
solicitor when recommending the 
use of electricity for any particular 
purpose. 
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The average contractor works 
side by side with the solicitor for 
the central station, and the work of 
the one is of great benefit to the 
other. Their interests are in a large 
degree identical, and the best re- 
sults have been obtained where the 
manager of the station was in close 
touch with the contractors of his 
city. 

As a general rule the contractors 
are of material assistance in “boost- 
ing’ the sale of central station en- 
ergy. Some of the advertising done 
is original and instructive, and the 
up-to-date contractors are very ag- 
gressive in their solicitation for 
business. Direct-by-mail advertising 
campaigns are now being conducted 
by some of the larger contractors, 
and newspaper space is also being 
used to a much greater degree than 
heretofore. The showroom is now 
a factor in displaying various fix- 
tures and appliances, and the central 
station can credit many a sale of en- 
ergy to the excellent display-rooms 
maintained by the contractors. This 


has become such a factor in display- 
ing appliances, and so forth, that 
many stations make special conces- 
sions in the way of free lighting to 
the contractors maintaining such 
display-rooms. Now and then we 
find a contractor outlining a scheme 
somewhat novel in the way of busi- 
ness getting, which he works in con- 
junction with the central station, 
and this is something that should be 
decidedly encouraged. The develop- 
ment of the commercial end of the 
central station can often be credit- 
ed to the success of some of the con- 
tractors’ schemes, and many an iso- 
lated plant proposition has been 
killed through a timely tip to the 


lighting company from the contractor. 


Co-operation with experienced 
contractors is becoming more and 
more essential to the central station. 
It has gained the good will of 2 
closely affiliated fraternity, besides 
promoting the sale of electricity to 
a larger extent than before this co- 


operation existed. 





Publicity 


3y PERCY INGALLS 


In these days of public service 
commissions, when public utility 
companies are being investigated 
and drawn into the limelight through 
the medium of the public press, it is 
within the province of every lighting 
company to pave the way favorably 
for such investigations. Even though 
these companies can successfully 
weather the bombardment of cross- 
examination and unfavorable news- 
paper comment, still half the battle 


will be won at the outset if the fangs 
of such unfavorable publicity can be 
neatly drawn and the poison eradi- 
cated. This can readily be accom- 
plished through the medium of the 
newspapers and by taking the public 
into the confidence of the company. 

We are at the threshold of a new 
era, and public-utility companies are 
not only beginning to realize this, 
but have begun to act aggressively 
in paving the way for favorable pub- 
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lic opinion. During the past two 
years, with municipal ownership and 
franchise agitation in the air, too 
many companies have failed to act 
until “the axe had fallen”; then, be- 
coming desperate, publicity meth- 
ods were resorted to at the eleventh 
hour with only partial success. 
Beyond the question of public 














Peicy Ingalls 


policy there are many mediums of 
publicity that can be taken advan- 
tage of by every lighting company ; 
assuming, of course, that in its en- 
deavor to secure the good will and 
business of the community in which 
it operates, good service, fair rates 
and courteous treatment by em- 
ployes are facts and not theories. 
These mediums cover popular talks 
upon illumination, cooking and heat- 
ing, dinners to contractors, boosting 
the city, advertising the installation 
of large power units or additions to 
plants cultivation * of 
friendship with the newspaper men 


equipment, 


and the furnishing of live news 
stories to the papers. 

Some very pertinent thoughts 
have been presented by the assist- 


ant editors, and, representing as they 
do public utility companies in cities 
of varied population, their views are 
worthy of more than passing inter- 
est. 

One says: “In too many cases an 
expensive newspaper and soliciting 
campaign has been conducted for 
the purpose of cultivating public 
good will, only to be entirely neu- 
tralized by failure to give the public 
the ‘courtesy and fair treatment it 
has a right to expect from the com- 
pany’s employes. 

“The first and prime requisite to 
such a campaign is the extension of 
courtesy, fair treatment and careful 
consideration of complaints and in- 
quiries, to the public, on the part of 
every person connected with a pub- 
lic service corporation, from the 
president down to the janitor, as in 
this business, more possibly, than in 
any other, the personal element is 
one to be strongly considered. 

“T believe that a system of public- 
ity becomes of the most advantage 
to a company when combined with 
the introduction of concessions that 
would be to the benefit of the public. 
I further believe that the granting 
of concessions, or reductions in price 
alone, will not have the desired ef- 
fect. It is necessary to educate the 
public carefully, so that it will thor- 
oughly appreciate what is being 
done for it.” 


Another furnishes this illustra- 
tion: In one city a few vears ago 
there were many natural ice-skating 
parks, yet none that could be utilized 
safely after dark. The central sta- 
tion company came forward and 
illuminated a convenient part of the 
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While the cost 
of this lighting did not exceed three 


lake free of charge. 


or four dollars per night, the news- 
papers furnished space enough in 
stories about the cleverness of the 
(if the 
space had been paid for at regular 


companys act to amount 


rates) to $50 a day as long as the 
free rink was operated. 

Mr. Converse D. Marsh, speaking 
of the methods employed by the Bos- 
ton Edison Some 


company Says: 


vears ago an afternoon newspaper 
man was sent forth by his city edi- 
tor to round up a story on a report- 
for his next edi- 


ed railroad wreck 


tion. A country correspondent had 
telephoned in the tip and had _ fol- 
lowed it up with one of those de- 
lightfully vague dispatches winding 
up with the aggravating word 
“more.” 

[It was a hurry story. The report- 
er found the traffic manager would 
not talk, nor would the division su- 
perintendent; the excuse being that 
he was out of town. Likewise, the 
other employes were dumb as oys- 
The re- 
porter had fifteen minutes when he 


ters in the R-less months. 


bumped into the press agent of the 


road. It took that worthy one min- 
ute and a half to break into the traffic 
manager's office and show him the 
error of his ways in not seeing the 
newspaper man. The reporter then 
secured from the traffic manager a 
full the 


wreck, which was merely a minor 


and explicit account of 


accident. The real fact spoiled the 
lurid story that the reporter had pre- 
pared, and when he got his city edi- 
tor on the telephone the entire mat- 
The truth was not 
worth printing, but mystery could 


ter was killed. 


have dragged through a column. 


The importance of making it easy 
for the Boston dailies to get in touch 
with the Boston Edison company at 
any time, day or night, for any in- 
formation they may desire, is deemed 
important. All officials of the com- 
pany are accessible during the day, 
and Mr. Gibbs, who is immediately 
in charge of the daily publicity, is 
constantly in touch with the office. 
We believe in active practical help 
to the newspapers, and we have dis- 
carded the ancient saw “No news is 
good news.” We want the people 
to think and learn about electricity 
and electrical progress. 





Advertising 


By CHAS. A. 


a time when it 
truth, 
and marketing 


We have reached 
with absolute 


that the advertising 


may be said, 


of electricity are on a par with the 


advertising and marketing of any 


other commodity that can be named. 





PARKER 
From and 
from the contributions of the assist- 
ant editors on this paper, I find that 


about everything that could come 


personal observation 


under the head of advertising is be- 


ing done—somewhere—by some- 


body. Most of the fraternity seem 
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to be treading along the broad, well- 
worn highways of advertising, such 
as direct-by-mail campaigns, news- 
papers, monthly bulletins, and so 
forth, but more or less use is also be- 
ing made of every conceivable form 
of good advertising. 

A very noticeable thing is the in- 
creased appreciation of the advertis- 














Chas. A. Parker 


ing specialist and the advertising 
manager by central station men 
everywhere. Many of the larger 
central stations today employ a thor- 
oughly capable advertising man, and 
the central stations in medium sized 
and smaller cities are using high- 
grade advertising matter prepared 
by the various advertising concerns 
who are specializing in the central 
station field; this to a greater extent 
than ever before. 

Another noticeable thing is the 
broadening out of the somewhat nar- 
row views that were current not 
long ago regarding results. Time 
was when the idea seemed to prevail 
that any advertising that did not im- 
mediately bring in a flood of direct 
inquiries, return. postal-cards, or 


something of that kind, was a fail- 
ure. This mistaken notion is giving 
place to the realization that, in ad- 
vertising, it is extremely difficult to 
put your finger on all the results— 
but they're there just the same. In 
other words, the indirect results are 
greater than the direct results. 

Central station men no longer ex- 
pect to set the world on fire every 
time they send out a little advertis- 
ing. They are more reasonably 
philosophical about results and the 
feeling is growing that it 1s impos- 
sible to issue clever, well-thought- 
out, educational advertising matter, 
either through the mails, or in the 
newspaper, or in any other way, 
without accomplishing good results, 
educating the people, and making 
more friends for electricity in gen- 
eral and the local company in par- 
ticular. 

No one concern can do as much as 
the electric light company to help a 
city grow, to advertise it, and to at- 
tract enterprise to it. This fact is 
being realized, and the central sta- 
tions that are working along these 
lines are reaping the reward of their 
efforts in the increased esteem and 
confidence of the business men of 
their cities and in a decided diminu- 
tion of municipal-ownership agita- 
tion and talk about competitive 
plants. 

While there have been a number 
of companies during the recent busi- 
ness depression who have found it 
necessary for various reasons to cur- 
tail advertising expenditures, we can 
not find that this has been by any 
means general; most of the com- 
panies continuing to employ force- 
ful, effective, advertising, and in 
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many cases helping to tide over the 

shaky period by publishing enthu- 

siastic and inspiring matter calculat- 

ed to restore the confidence of the 

people. 
*K * 

Mr. Parker then gives a detailed 
report on the answers to a set of 24 
questions which he sent to 138 com- 
panies. Fifty-four complete sets of 
replies were received, covering the 
policy of these companies towards 
various special forms of advertising, 


their attitude towards the public, ete. 


He 


dence that there is a 


offers these as conclusive evi- 


very marked 


movement towards aggressive and 
that the 


becoming 


intelligent publicity and 


central station man is 
more and more convinced that elec- 
tric light and power must be handled 
as a commercial proposition. 

The paper concludes with contri- 
butions from the Assistant Editors, 
telling the story of the commercial 
work that has been done in Scran- 
Pa., 


and in 


ton, 


nd. 


in Chicago, in Evansville, 
Alliance, ©. 





Evolution of New 


Business Building 


By GEORGE B. TIDD AND DUNCAN T. CAMPBELL 


A letter of inquiry addressed to 
the central stations that had for some 
time carried new- 
the 


stations 


an aggressive 
business organization 
that all 


continued their 


brought 
information the 
that departments 
throughout the depression not only 


held 


made generous increases. 


their previous revenues, but 

These central station men express 
the opinion that they have by this 
policy insured valuable development 
for the future, which would not have 
been the case under a policy of re- 
trenchment. Those who were forced 


to discontinue their new-business 
work seem to have been less fortu- 


nate. 


During the late financial slump 
throughout the there 


been an almost universal tendency to 


country has 


curtail the funds necessary to prop- 
erly carry on the commercial depart- 
ments of the central 


average Sta- 


tion. 


This was done doubtless with the 
idea that every dollar saved in cur- 
tailment would show up in the low- 
er expense charges on the monthly 
sheet, but the 


balance many of 


central station owners and execu 
tives seemed to lose sight of the fact 
that this policy was striking at the 
roots of the very part of the business 
upon which depended the results to 
be found on the balance sheet. 

made drastic 


Many companies 


and sweeping reductions in their 


commercial and ad- 
vertising appropriations and 
that the 


profitable new business was not due 


organizations 
soon 
discovered falling off in 
so much to the extremely dull times 
as it was to the dropping out of ex- 
pert salesmen and the demonstration 
of the smooth working new business 
force. 

Recently many of the central sta- 
tions have been gradually improving 
their commercial departments and 
doing a limited amount of advertis- 
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ing, and while few of the companies 
are working as large forces and do- 
ing as much advertising as formerly, 
it is noticeable that there is a decid- 
ed tendency in the rebuilding of the 
commercial department to be more 





George B. Tidd 


careful in the quality of salesman- 
ship and the business-getting value 
of the advertising. There is no time 
at which a central station needs 
more urgently the services of expert, 
salesmen 


profitable new-business 


than when going through the diffi- 
cult business depression and tight 


~ 


money conditions recently expe- 


rienced. 


The lesson seems to be that we 


must encourage the highest type of 


new-business salesmanship and se- 


lect only those means of advertising 


that will strongly assist the high- 
grade salesman. It has been fa- 
cetiously stated that there are sales- 
men in this country who could al- 
most “sell cash registers to a stone 
wall,” and it is this sort of salesman 
we want in the commercial depart- 
ments of our electric-lighting com- 
panies, so that, hereafter when stag- 


nant times arrive we will hold on to 
our commercial departments and 
high-grade salesmen and keep on se- 
curing profitable business as long as 
there is an atom of profitable busi- 
ness in the field. 

Retrenchment, more or less, aims 
at luxuries and very seldom reaches 
necessities. Gas and electric com- 
panies are selling necessities, the use 
of which will be diminished in an 
exceedingly small degree by ordi- 
nary business depression. 

If retrenchment must be made, is 
it not wise to consider very care- 
fully what it has cost per dollar of 
revenue obtained, before reducing 
the department? To disband suck 
an organization would reduce orders 
very materially. It would also be 


the means of losing valuable bust- 





Duncan T. Campbell 


ness from unsatisfied customers who 
could be made profitable consumers. 


[If it has paid a central sta- 
tion to keep up its new-business de- 
partment during the hard times, it 
would naturally be supposed that it 
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would be unwise to drop it at present. 

The new-business department of 
a central station waging an energetic 
campaign is something more than 
mere selling force. It is the link con- 
necting the consumer intimately and 
continually with the head of the 
company. 

A great deal of business that will 
have to be depended upon to swell 
the revenues of central stations dur- 
ing such a year as we are entering at 
present will be increases from con- 
sumers already on the company’s 
books. It is a wise central station or 
manager who will appreciate this 
and act upon it. While it will be dif- 
ficult to increase sharply the per 
capita consumption in every case, 
still there are methods, understood 
and acted upon by men whose motto 
is progress, which will serve to bring 
up to quite a respectable figure the 


increase of the vear. 


The confidence of a community is 
the greatest asset that any corpora- 
tion, firm or individual can have. A 
commercial department with the 
right kind of solicitors emploved and 
a progressive and up-to-date com- 
pany back of it, can gain and keep 
for the company the confidence de- 
sired. It can make boosters out of 
knockers, can put a smile where a 
frown has been conspicuous, and 
make the competitor with no com- 
mercial department look like a bal- 
loon returning to earth. 

No advertising can equal the ad- 
vertising you get from your satisfied 
customers, and the ideal solicitor is 
the man who, by courteous treat- 
ment of the people on whom he calls, 
makes assistant solicitors of all his 
customers. 


Don't wait for competition to 
force you to organize a new business 
department. When you do business 
without competition as you would 
do it against strong competition, you 
will find that prospective corpora- 
tions will receive scant encourage- 
ment from the people who are to be 
called on to buy their product. 

Practically all of the increases to 
central stations during the past two 
months have been acquired from ex- 
isting lines and mains. 

The new business has been of 
those classes of patronage with 
which nearly all are familiar, and it 
does not appear that more than a 
small fraction of opportunities of a 
staple character have vet been de- 
veloped. 


Renovating machines, portable, 
and equipped each with a half horse- 
power alternating current motor 
that can be attached to and operat- 
ed from any socket or outlet in the 
house, have recently been sold to a 
customer who advertises to go from 
house to house and contract to do 
cleaning by the hour, the day, or by 
the job. He reports that he has 
more work ahead than he can take 
care of for some little time and is 
considering the purchase of the third 
machine. The machines do the work 
equally as well as the portable 
wagon outfits operated by a gaso- 
lene engine, and the investment is 
very much less; his charges, conse- 
quently, are much lower than the 
gasolene-wagon outfits. 


* * * * * * * 
The paper concludes with an ac- 


count of a very successful house-wir- 
ing campaign in Hartford, Conn. 











May 1908 


Selling Electricity 173 








THuminating Engineering as a Commercial 
Factor 


By VAN RENSSELAER LANSINGH 


When illuminating engineering 
was being developed in this country 
as both a science and an art, little or 
no recognition was given to it, it be- 
ing felt that there was slight need 
for such an art, and whatever was 
necessary along these lines could be 
attended to easily by an electrical 
engineer. 

With the introduction of new 
lamps and new shades, however, the 
pendulum swung rapidly to the oth- 
er side and perhaps too much atten- 
tion was given it. The impression 
grew that illuminating engineering 
was such an exact science that it re- 
quired highly trained men to prop- 
erly handle or even comprehend it. 
In the case of complex installations 
this is probably true, but in nine 
cases out of ten of those with which 
the central station manager has to 
deal, all that is necessary is some of 
the fundamental principles of illumi- 
nating engineering, with a good deal 
of sound sense. This is now being 
generally recognized throughout the 
country, and the central station 
manager or head of new-business de- 
partment is endeavoring to train his 
men so that they can design ordi- 
nary lighting installations satisfac- 
torily. 

Many central station managers 
have the idea that illuminating en- 
gineering is too complex and_ too 
large a problem for the ordinary so- 
licitor to handle. This is true of ad- 
vanced problems in illuminating en- 


gineering in the same measure as it 
is true in electrical engineering; but, 
just as simple problems in electrical 
engineering can be handled by the 
average intelligent solicitor, so in 
illuminating engineering, nine prob- 
lems out of ten can be handled by 
any ordinary solicitor who has re- 
ceived a certain amount of proper 
training. All that is required is a 
small amount of study and a large 
amount of observation and good 
common sense. 

It requires no highly developed 
technical education but simply a 
thorough understanding of the fun- 
damental principles of good illumi- 
nation — illumination, understand, 
not illuminating engineering. If a 
solicitor is properly trained along 
these fundamental lines, he can, 
without much difficulty and with 
great satisfaction to both the cus- 
tomer and himself, design the light- 
ing for the ordinary house, the ordi- 
nary store, and the ordinary small 
auditorium or hall. In cases of more 
complex installations, such as the- 
aters, churches and so forth, it will 
be desirable in many cases to con- 
sult some practicing illuminating en- 
gineer, although many of the larger 
central stations are adding such a 
man to their regular force. 


Mr. Lansingh then quotes at 
length from the papers of his Assist- 
ant Editors and continues: 


We thus see that there is a una- 
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nimity of opinion on this subject 
from practically all those who have 
gone into it carefully. These opin- 
ions may be summed up thus: 

First: It is up to the central sta- 
tion to carry its responsibility fur- 
ther than simply furnishing so much 
electricity, and that it must, for its 
own protection, if nothing more, see 
that the customer gets the best pos- 
sible results at the least expenditure 
of energy. 
in order to do this the 
that 
mers lighting installation is proper- 


Second: 


company must see the custo- 


ly designed. 
Third: The 
that the customer is furnished with 


company must see 
the latest lamps and shades in order 
to get the best results. 

Fourth: It is to the company's 
interest to see that the customer's 
7 bills the 


amount possible per hour of burning, 


are reduced to lowest 

ya ° . ° 

aN which experience proves will result 
in longer hours and a greater in- 

crease in current consumption. 
Fifth: 


business to see that the customer's 


It is the central station’s 


installation is kept in proper order 
and up to date in accordance with 
If this 
does not come voluntarily from the 


modern ideas of illumination. 


central station itself, it will necessar- 
the 
spread 


ily come sooner or later from 


customer, as such, ideas 
rapidly, and the central station will 
suffer instead of getting the credit 
of trying to please its customers. 

As has been said, it is not neces- 
sary in most cases that a solicitor be 
a trained illuminating engineer or 
that his knowledge of the subject go 





much further than a good general 
understanding of the principles of 
illumination, backed by a keen sense 
and ability to select what is good 
and eliminate what is bad in any in- 
stallation. 

This not that the 
mathematical and technical sides of 


does mean 
the subject are to be entered into in 
detail, but it does mean that every 
salesman should have a knowledge 
of the proper kinds of lamps to be 
used under different conditions, cor- 
rect heights and distances at which 
they should be placed, the equip- 
ment of the lamps, what lighting will 
result and the cost of operation of 
the system adopted. 

With this knowledge any solicitor 
can offer a lighting scheme that will 
be attractive in competition and 
convincing to the prospective custo- 
mer, which are the essential facts in 
securing new business. 

If the methods given here are car- 
ried out there seems to be little, if 
any, doubt that despite the introduc- 
tion of new illuminants that result 
in decreased cost per candle-power 
to the customer and the introduction 
of new methods of using these illum- 
in lower cost 


inants, which result 


per unit of illumination delivered, 
the income of the central station will 
This 


will be due, first, to longer burning 


materially increase. increase 


hours; second, to use of a higher 
standard of illumination; third, to 
larger extension of business by peo- 
ple who are not at present custo- 
mers, and, fourth, indirectly to the 


forestalling of competition. 







































E print be- 

low a series 

of views 
showing the evolution 
of the plant of the 
Wagner Electric Man- 
ufacturing Co. of St. 
Louis. Taking into 
consideration the fact 
that this growth cov- 
ers a period of but 
eighteen years, the 
transition from the 
modest two-story 
front of 1890 to the 
present plant, just 
completed, which we 
have dated 1908, is 
certainly impressive. 

The success which has made this 
new plant possible is in itself suff- 
cient proof of the technical excel- 
lence of the Wagner product, but it 
is not with this phase of the matter 
that we are most interested. The 
Wagner Company has adopted a 
policy of publicity that is perhaps 
as much as any one thing responsi- 
ble for the present prosperity which 
they are enjoying. 

Mr. Tom Richards, the Advertis- 
ing Manager, reached the conclu- 
sion some time ago that one of the 
most fallow fields for him to develop 
was the body of electric light solic- 
itors, who are preaching the gospel 
of motor drive throughout the 
length and breadth of the country. 

Last summer he wrote a certain 
piece of copy discoursing on the ad- 
vantages of a certain application of 
the Wagner motor from the Central 
Station man’s viewpoint and closed 


The Wagner Policy of Education 





S. M. Dodd, President 


by a personal appeal 
to the Electric Light 
fraternity in which he 
asked this question, 
‘Are you sure your 
solicitors wzderstand 
this outfit?’ And then 
he went on to show 
the futility of a man 
trying to sell power 
or to recommend elec- 
tric drive, unless he is 
in a position, through 
careful study of the 
subject, to talk clearly 
intelligently and fore- 
ibly, building his argu- 
ments on the secure 
ground of knowledge. 

Abstract claims of efficiency, 
economy, etc., are not sufficient in 
this era of investigation. A propo- 
sition for motor drive must be pre- 
sented in concrete shape. Merch- 
ants and manufacturers buy little 
now-a-days that they do not under- 
stand. It is therefore obviously es- 
sential that the solicitor should be 
able to present the motor proposi- 
tion in such a manner that there 
may be nothing suggesting a swap- 
ping of knives “Unsight—Unseen.” 

Mr. Richards asks such pertinent 
questions as these :— 

“Are you, Mr. Commercial Man- 
ager, thoroughly posted as regards 
the details of a single or polyphase 
motor?” 

“Could you tell your Solicitor just 
how a single phase motor starts up, 
so that he could explain it lucidly to 
his prospect?” 

“Could you make this man under- 
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the electrical action under 


starting conditions?” 


stand 


“No!” says the average Commer- 


cial man, “that is not my job. Let 

i the Engineers take care of that part 
: of it.’ 

Just so! But suppose you are 


talking to a prospective power cus- 
tomer and he asks you some of these 
technical questions—the — simple 
ones, We mean, pertaining principal- 


ly to the action of the motors them- 


selves. Do you want to be com- 

pelled to make this reply to him? 

Will he be willing to take your 
i word for something you don't 
know? 


The day is rapidly passing when 
you can satisfy the business world 
the statement that “‘it 
will run all right.” Men in all walks 
of life are becoming more and more 


with mere 


Factory 1896 

























Wagner Factory 1900 
familiar with electricity and its ap- 
plication, and it is not only neces- 
sary, but reasonable, that the sale 
of electric power today should be on 
a basis of mutual understanding 
rather than on the say-so of an un- 
informed solicitor. 

So the Wagner Company, realiz- 
ing these conditions, offers to fur- 
nish its bulletins and varied motor 
data to the solicitor and aid him to 
so familiarize himself with their 
product that he may be thoroughly 
qualified to present the power prop- 
osition on a business basis. 

This is very far-sighted policy. 
In the last analysis the manufac- 
turer is in great measure dependent 
on the electric light company’s own 
solicitor for the distribution of its 
wares, and his proper education is 
of the greatest importance. 












Wagner Factory at the Present Time 
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ContTRACT DEPARTMENT, COMMONWEALTH Eptson Company, CHICcAco 


EK hearda 

while ago a 

goo d deal 
about simplified spell- 
ing. Away with it. 
What we want is 
simplified — electricity 
—at least in the sell- 
ing end of the busi- 
ness. 

Go tell Mrs. Jones 
that her electric flat 
iron consumes five 
hundred watts and 
every time she turns 
it on she will have 
visions of five hundred jolts of light- 
ning rampaging through the thing 
every minute and will imagine the 
meter jumps five hundred notches 
for every handkerchief ironed. But 
tell her it uses the same as ten regu- 
lar 16-candlepower lamps and costs 
five cents per hour and the wrinkles 
leave her brow and the smiles come 
back serene. For now you are talk- 
ing a language she knows. 

If your customers are used to 
measuring electricity in lamps, give 
them the information in lamp lan- 





Geo. B. Johnson 


guage; if in horse- 
power, in horsepower 
talk. Smith 
into your exhibition 


comes 


room and is interest- 
ed in a sewing ma- 
chine motor for his 
wife. Wants to know 
allabout it. Tell him 
it can be used by at- 
taching to any sock- 
et; will run on the 
same meter with the 
lamps in his home 
and takes less current 
than two lamps. He 
examines a steak broiler and you 
tell him this cannot be attached to 
a lamp socket as it uses as much 
current as twenty-five lamps but 
that if he will put in a power meter 
it can be used on power rates and 
(knowing that he uses motors at 
his factory) so used will take about 
the same as a two horsepower mo- 
tor. He is now informed so that 
he grasps the full meaning. He 
can tell his wife so she will under- 
stand. She will want the sewing 
motor both on account of its great 
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convenience and its low cost of op- 
eration, and 
chafing dish 


has used a 
and a percolator and 
the light bills grow larger her hus- 


after she 


band will suggest a meter to be in- 
stalled on a heating circuit with oth- 
er cooking devices to operate on the 
power rate. 

What we need is to 
talk 


those versed in technicalities. 


get away 
excepting to 
We 
must have the knowledge to use 
when but 
should be educated gradually. Noth- 
ing breeds suspicion and lack of 


from technical 


necessary customers 


confidence so much as enveloping 
your seling talk tra mass of hich 
sounding and unintelligible words. 
Learn how to get down to the pub- 


lic consciousness. ‘Take your cus- 





tomer into your confidence con- 


All 


these wonderful devices for use on 


cerning electrical mysteries. 
central station circuits are really 
quite simple to understand and op- 
erate. Volts, amperes, watts, kilo- 
watts, load factors and efficiencies 
can be explained in simple language 
—if you try. 

This is the age of electricity when 
everyone is hungering and thirsting 
for knowledge regarding electrical 
We are now in the ofpor- 
Confidence in us and 


matters. 
tunity age. 
our service is here ready to be fos- 
tered and moulded and augmented 
H# we will just go after it in a simple 
heart-to-heart manner. 

And with confidence the rest is 
easy. 





As To Corporations. 


Ts LARGE percentage of the mistakes of corporate management have oc- 


curred because managers have failed to realize that they were not in 











business as individuals, but were working for other people, their stockholders, 
whom they were in honor bound to honestly and faithfully serve; further, that 
they owed a duty to the general public and could, in the long run, best serve 
themselves and their stockholders by recognizing that duty and respecting it. 
“Tt is not sufficient in corporate management to do the best one can from day 
to day. Corporate responsibility extends beyond to-day. It is the foresight, the 
planning ahead, the putting the house in order for the storms of the future, that 


are the true measure of the best and highest stewardship as well as of the high- 


est order of managerial ability.” 


—George W. Perkins. 




















News and Reviews 


Items of Interest to Commercial Men 


lowa Convention. 

The Eighth Annual Convention of the 
Iowa Electrical Association was held April 
22, 23, 24, in Des Moines, Iowa, and was a 
complete success, not only in point of num- 
bers present and business discussed, but 
also in a social way. Over seventy per cent 
of the Central Stations of the State were 
represented, some of them by two or three 
delegates. About two hundred and _ fifty 
members were present. 

The program was excellent. Papers 
were read by J. W. Ferguson, F. W. Wil- 
cox, Gus Lundgren, Thomas Sloss, A. H. 
Ford, E. G. Wylie, Austin Burt and E. L. 
Callahan. Especially interesting was the 
talk by Mr. Ferguson of the Chicago Edi- 
son Co., on “Tact and System,” which 
would be a valuable paper before the Na- 
tional Convention, and it is a pity that only 
those in Iowa heard it. Mr. Wilcox pre- 
sented “Incandescent Lamp Developments” 
which was equal to any he has yet produced. 

The most interesting and pleasing part 
of the program was the discussions. These 
developed into heart-to-heart talks in which 
all present told just what they thought on 
the subjects discussed. There was no bash- 
ful delay upon the part of any member in 
geting up and making known his honest 
opinions, and this served to make the con- 
vention one of the most congenial and suc- 
cessful that has ever been held in Iowa. 

The social end was well upheld. Theatre 
and dinner parties were numerous and spe- 
cial features were arranged for. 

L. D. Mathes, general manager of the 
Union Electric Co., Dubuque, Iowa, was 
elected president of the Association for 
the ensuing year—a wise choice, as he is an 
enthusiastic, capable and hard-working ex- 
ecutive. 


Motors for Printers. 

The American Printer, published in New 
York, has recently been running a series 
of articles on “Motor Equipment for Print- 
ing Presses,” by S. H. Sharpsteen, which 


solicitors having to do with installations of 
this kind would do well to look up. The 
articles touch the historical as well as the 
practical side of the question and contain 
a fund of interesting and valuable infor- 
mation. 


Another “Lights Out.” 

A sensational advertising scheme adopt- 
ed by the Denver Gas & Electric Company, 
according to the Electrical World, was the 
novel method of giving away $50. A cer- 
tain personage, Mr. Bountiful, was adver- 
tised extensively in the papers as willing 
to give $50 to the person who should iden- 
tify him in a certain walk that he was to 
take on a given night. He was to traverse 
the distance from the lighting company’s 
office to a prominent store, and anyone 
reaching in his pocket was welcome to the 
$50 to be found there. To further empha- 
size their importance and the necessity of 
their power, the company turned off all 
electric lights for a short time. 

As may be imagined, there were many 
laughable mistakes made, in attempts to lo- 
cate the right man. He escaped detection, 
however, arriving at the store with the $50 
intact, which, as advertised then went to 
charity. 

Two Applicants. 

A quick result from advertising is shown 
by the following from the Modesto (Cal.) 
Herald: 

A man advertised in the classified col- 
umns of the Herald for “Boy Wanted.” 
The next morning his wife presented him 
with two. First time it ever happened— 
but it was the first time he ever advertised 
for anything of the kind.—‘ Brains.” 


New York Home Show. 

The Home Show will hold forth in the 
Grand Central Palace in New York City 
from May 2nd to May 9th. A large part of 
the show will be given over to the exhibit- 
ing of electrical supplies and novelties for 
the home. 
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$500 a Minute. 

The authorities of the city of New York 
have contracted with the New York Edi- 
son Co. for electricity to be supplied for 
the operation of large fire pumps in con- 
nection with its high pressure water sys- 
tem. The penalty for being unable to sup- 
ply this power is to be $500 per minute. 
This enormous penalty, the largest ever 
agreed upon by any concern doing business 
with a city, indicates how the Edison Com- 
pany feels about the reliability of its pow- 
er service. 

Popular Electricity. 

A new and interesting periodical has 
made its appearance. It is Popular Elec- 
tricity, published by the Electricity Publish- 
ing Company, of which Mr. E. L. Elliott 
is the President. It is devoted to the pop- 
ular exposition of electric marvels, and the 
first issue, dated May, is very promising. 


Who Said “Hard Times’ ? 
The 1907 valuation of electrical and aux- 
iliary manufactures in the United States 
is given as $315,000,000. 


Another False Alarm. 

Some one has invented a central station 
alarm clock. Whenever you want to get 
up at a certain hour, inform the C. S. man 
and he rings a bell at the specified time. 
However, it would be rather expensive to 
avail oneself of this luxury, as there would 
have to be separate wiring for each clock. 
Think of the poor C. S. man with a thou- 
sand people to wake and each at a differ- 
ent time. 

Canadian Crocker-Wheeler Co. 

Another favorable action, showing the 
returning confidence among business men, 
is the organization of the Canadian Crock- 
er-Wheeler Company, Ltd., with headquar- 
ters at Montreal. This company has been 
formed to meet the demand of the Cana- 
dian electrical trade for Crocker-Wheeler 
apparatus. 

More Juice for Printers. 

A new arrangement for testing the reg- 
ister on sheets printed in two or more col- 
umns is being offered by a large manufac- 
turing firm. It is a cabinet fitted on top 
with a thick plate glass, under which two 
or more electric lights with reflectors are 





placed. This enables the pressman to do 
his work thoroughly and accurately, not 
relying, as formerly, on holding the sheets 
up to a dim light or before the window 
pane. When not in use as a register guide 
the cabinet serves as an admirable work 
table. 


“Quality of Light.” 

The Buckeye Electric Company of Cleve- 
land, Ohio, has published a very attractive 
pamphlet, “Quality of Light,” comparing 
the tungsten lamp with former methods of 
lighting. 

Osram Lamps as Ads. 

In an oculist’s window in Croydon, Eng- 
land, there is a sign inviting those who 
cannot read an adjacent small sign to step 
inside and have their eyes treated. A row 
of Osram lamps create such a glare that 
it is impossible to distinguish clearly twelve 
inch letters in the path of light from these 
lamps. 

Omaha Electrical Show. 

The Omaha Electrical Trades Associa- 
tion of Omaha, Neb., opened its first an- 
nual show in Omaha May 4th, and contin- 
ued one week. The show was held in the 
Auditorium and included a large number 
of excellent exhibits. 

New G. E. Tungsten Unit. 

The General Electric Co. has a new tung- 
sten unit called the Tungsten Economy 
Diffuser, the fixtures of which are so wired 
that a wide range of wattage is obtainable 
without mechanical change. 

Kindness to Bugs. 

A Parisian comes out with the latest in 
electrocution which is no less than a death 
chair for insects. The arrangement is very 
simple, consisting of two metallic rings 
joined by a large number of chains so as to 
form a hollow collapsible cylinder. The 
chains are placed so as not to touch but 
are provided with fuses’ in case of short 
circuiting. A fly or bug crawling between 
two chains is summarily executed. 

Wasted Current. 

At a taxpayers’ indignation meeting in 
England. Orator, “There is another strik- 
ing illustration of the waste; I will say the 
outrageous waste (cheers) going on in our 
electricity undertaking. I have found out 
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that the electric current leaves the station 
at a pressure of 2000 volts. Very well. 
When it reaches us consumers what do we 
find? Those 2000 volts have been frittered 
away to a paltry 220. And what, you ask, 
has become of the rest? Ladies and gen- 
tlemen, it has been simply lost, wasted.” 
(Groans.)—Western Electrician. 


Blinded by Electricity. 

Electric window blinds have been in- 
stalled in a building of the Toronto Uni- 
versity. The window blinds are opened 
and closed by the simple use of a switch. 
To get this result 200 parts are required 
to each blind, with separate motor, reduc- 
ing gears and brakes.—Canadian Electric 
News. 

Lowell Company Installs Sign. 

What is said to be the largest vertical 
electric sign in New England has been in- 
stalled outside the new offices of the Low- 
ell Electric Light Corporation. It is 53 
feet long, 33 inches wide and has 400 in- 
candescent lamps. There are four combin- 
ations by which the words may be flashed 
and it advertises “Electric Light & Power.” 


Wireless Photography. 

Hans Knudsen, according to the Elec- 
trical Review, has sent photographs through 
a wall by wireless photography, the pic- 
tures proving recognizable. Mr. Knudsen 
claims he will soon send pictures of crimi- 
nals from Scotland Yard to Mulberry 
Street. 

Good Commercial Man for Everett. 

J. A. Juleen, formerly with the Seattle 
Electric Co., has joined forces with the 
Everett Lighting Company and is to have 
charge of the new business department. 
Everett is enjoying a reign of prosperity. 
Several manufacturers have recently moved 
there; a new $100,000 depot is contemplat- 
ed and the building industry is phenomenal 
considering the recent depression. The 
electric light company has a number of 
electric signs in circuit, and is constantly 
adding to them. The number of lamps in 
electric signs when figured on a 2 cp. basis 
is one lamp to every two inhabitants. The 
commercial end of the business is being 
pushed aggressively and Mr. Juleen hopes 
to make a good record in his new position. 











Dr. Wheeler on Engineering Ethics. 

Dr. Schuyler Skaats Wheeler, past Presi- 
dent of the American Institute of Electrical 
Engineers and President of the Crocker- 
Wheeler Company, addressed the En- 
gineering Society of Colorado University 
May 4th on the subject of engineering 
honor. He mentioned the three great du- 
ties of the engineer in the order of their 
importance; first, the engineer's duty to his 
client, second, to the public, and third, to 
his engineering society. He condemned 
strongly the publication of false scientific 
and false engineering statements in the 
newspapers and he declared that discov- 
eries and inventions should be announced 
not in the daily papers but through the 
technical societies or through the technical 
press. 

Street Lights in Woonsocket. 

The Woonsocket Electric Machine & 
Power Co. of Woonsocket, R. I., are at 
present negotiating a renewal of contract 
with the city for 170 arcs and 50 incandes- 
cent lamps for street lighting. The old 
contract expires this July. 


Business Booms Again. 

H. R. McGrath of the Minneapolis Gen- 
eral Electric Company reports that business 
is booming again. The first nine days of 
April business were equal to the best month 
last year. 

Fan Sale Hint. 

It is an accepted fact that early hot 
weather does more to sell fan motors than 
any amount of advertising or soliciting— 
but the business obtained can undoubtedly 
be increased very materially if active ef- 
forts are made to impress users of electric 
current with the convenience and relief 
which accompanies the use of fans. Pos- 
sible purchasers should be urged to buy 
early in the season and thus procure the 
full use of the fan from the first of the hot 
weather.—Emerson Monthly. 


Tungsten Street Lamps in Pensacola. 

The Board of Works of Pensacola, Fla., 
is trying both electric and gas lights. It 
has contracted with the Pensacola Electric 
Company for 80 arcs and 175 incandescent 
lamps; the latter are to be the new 40-can- 
dle power Tungsten lamps. 
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The Iowa Electrical Association. 


The Iowa Electrical Association held its 
annual meeting on April 22nd and 23rd at 
Des Moines. 

Mr. L. D. Mathes of Dubuque was elect- 
ed President for the ensuing year, Mr. O. 
E. Brownell of Lake City, Vice President, 
Mr. W. A. Keiser of Des Moines, Secre- 
tary, and Mr. W. A. Mall of Belle Plaine, 
Treasurer. 

Fully 300 members attended and there 
were a number of exceptionally good pa- 
Mr. L. D. Mathes presented a 
paper on New Business Methods which we 


pers read. 


print below in synopsis: 


So-called “New Methods” 
as many as the sands of the sea—every am- 


Business are 
bitious Central Station manager we come in 
contact with has his own pet scheme, which 
in his opinion is the most effective in induc- 
ing the indivdual who is not a consumer 
to become a the ‘Matchless 
Light.” 


convert to 


In the mad rush to devise new and effec- 
tive methods many fanatical schemes have 
from time to time developed. Some time 
ago in one of our neighboring states, an en- 
terprising manager gave a purse of $100 
and some household furnishings to a pair 
of individuals who agreed to bring their 
fond hearts into perfect synchronism on the 
top of a 200 foot smokestack, which the 
electric lighting company had just com- 
pleted. 

Efforts of this character, in my opinion, 
are misdirected. We should regard that 
the sale of electricity is as dignified, and re- 
quires as high a class of salesmanship as 
that involved through the sale of stocks 
and bonds, or real estate. 

Publicity is the foundation of our busi- 
Ev- 
ery company can afford to advertise to some 
extent. 


ness, and publicity means advertising. 


If the methods of the conservative 
companies were analyzed, it would be found 
that the majority have adopted systems 
which involve the use of newspaper space, 
the circulation of a monthly bulletin, the 
issuance of circular letters, and more effec- 
tive than all combined, the service of a corps 


of well informed solicitors ; but the solicitor 


is the combination of all of the above forces 





—he is the individual who puts the finishing 
touches to the education we have been giv: 
ing the prospect, and is supposed to come 
romping home with the contract. 

It is unnecessary to state that we must 
first of all provide the public with a reliable 
and in every way satisfactory service—then 
that our prices are such that we can com: 
pete from a financial point of view with 
other agencies which may be offered. It 
does not hold that our price must be lower 
than that of the gas man, or the cost of op- 
erating a gasoline plant—the public is be- 
coming more and more discriminating, and 
more willing to recognize quality. 


* * * * * * * * * 


There is a country wide interest just at 
present in the establishment 
rooms. Every company, no matter how 
small, can make an effort along the display 
room line if it is nothing more than a half 
dozen of fans, a number 


of display 


of electric irons, 
a dozen assorted 
the chafing dish, 
percolator, hat water heater, etc. The im- 
portance of this equipment being kept bright 
and clean is more essential than many of us 
think. The writer has observed displays, 
which would from the dirt and dust and 
fly specks on the units displayed, do more 
to discourage a purchaser than to induce 
him to purchase. 


a few heating pads, and 
heating devices such as 


* * * * * * * * * 


The most effective method, in my opinion, 
to push this line and in fact all things elec- 
trical, is to be extremely liberal in your 
demonstration and guarantee. Tell the cus- 
tomer he can take an iron home and keep it 
for a month; if he is not satisfied bring it 
back and get his money—or better still, 
don’t take his money until he has had the 
unit in service for a month. If the iron, or 
any other device burns out and it is not due 
to carelessness on the part of the customer, 
give him the renewal without question. 


* * * * x * x * x 


I could talk to you indefinitely on “New 
Business Methods’ and quote from the 
practices of the master minds of the profes- 
sion, but it would be impossible to devise a 
plan for universal application. 
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Advertising Briefs 





The never-changed advertisement, like the oft-repeated fish story, is increasingly 
attractive to the perpetrator, but your thoughts, if known, would cause your arrest.— 


Rusty Mike's Diary. 


The “watch this space’’ advertisement, like a promise to buy a_ drink sent by mail, 
is about as enthusiasm inspiring as a chunk of mud.— Rusty Mike’s Diary. 


The meaning in some advertising, like the name on the bottom of a hack, may be 
there but we haven’t time to look for it.— Rusty Mike’s Diary. 


It seldom takes a receiver long to dispose of a stock of goods. He always does 
what the other fellow did not do—he advertises.— Western Publisher. 


If a man puts all that’s in him into his business, it will give him back all that is in 
it.— Exchange. 
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Don’t try to sell a man a bigger sign than he 
can afford to burn. Also—Don’t neglect 
small sign business for want of the right sign. 
These small signs burn about 22.5 kwh. per 
month on a 5-hours-a-night basis. They are 


interchangeable and cost you but $25. net. 
Write and Ask For Bulletin No. 121 











FOR SMALL ELECTRIC MOTOR & 








MERCHANTS | EQUIPMENT CO., “W4"* 
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Do You Sell The Juice? 


OU central station men who are selling 

the same amount of current each year, 

even though it is a large quantity, are 
not advancing any. To have a greater con- 
sumption of electricity year after year re- 
quires new ideas properly executed. Perhaps 
you have the right idea. If so, SELLING 
ELECTRICITY will show you how to carry it 
out. Perhaps you need ideas. If so, you need 
this magazine, filled with the best ideas of 
the most successful business getters of the 
central station field. And not only are the 
ideas there, but experienced men tell how to 
work them out successfully. It costs but 
one dollar per year. 











TEAR OFF ON THIS LINE. 


FRANK B. RAE, Jr. 


74 CORTLANDT ST., NEW YORK Date. 


Find pinned to this coupon one-dollar bill for which send me ‘*Selling Electricity’’ for 
one year from date. 








In writing to advertisers, mention 





‘*Selling Electricity.’’ 
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WAGNER ELECTRIC MFG. CO. 


ST. LOUIS, U.S. A. 


A Central Station Solicitor is valuable to his Company to 
the extent of the business he can control and bring in. The 
amount of business he can bring in depends directly upon his 
ability to apply standard and special forms of motor drive to 
meet special conditions. 

We issue Single Phase and Polyphase Motor Bulletins, in- 
valuable to the solicitor. For instance, ‘‘The Polyphase Motor 
in The Shop,” issued by this company, shows the power con- 
sumed by a great many machines used in car shops, and shows 
graphically the application of the motors to these machines. 

We shall be pleased to send solicitors a copy of each of 
our three bulletins. They will greatly aid in your work. 


Write for Bulletin No. 74-M, Bulletin No. 75-M and ‘‘The Polyphase 
Motor in The Shop.’’ 
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I Doubled My Sign Business Last 


eee Boston 
While other sign companies are laying off men 
l am now running my factory both night and day 


Lamps 


Are Sold On Trial 
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Send at Once for Our 
It’s all due to my recent sign proposition to electric light Trial Proposition 


Let me develop the sign business in your territory. 
I know hew to sell signs as well as to make them, ae 
I will build up your night load for you. 

Simply send me a list of your customers who ought to 
have electric signs. 


No expense or trouble to you. I will sell them direct. Boston 


Address me personally. 


J. L. RUSSELL Incandescent Lamp Co. 


AMERICAN ELECTRIC SIGN CO. 


; Danvers, Mass. 
41 High St., Boston, Mass. 
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ELECTROCRAFT MAGAZINE 


The only electrical magazine 


devoted exclusively to prac- 
tical National Code 
Construction 


$1.00 A YEAR 


ELECTROCRAFT 














ELECTROCRAFT ILLUSTRATED LIST 
The only complete, illustrated, 
list in the world of 
officicially ap- 
proved sup- 
plies 


50 Cents a Copy 


Electrocraft Publishing Co. 


DETROIT, MICHIGAN 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 





























May 1908 








Selling Electricity Advertisers 











country. 





little over 15 years ago we introduced the art of moulding and de- 
A signing of art glass domes and shades from opalescent glasses. 
Since that time the art glass business has grown to remarkable size, 
but through all these years we have kept a little ahead of others, and 
today our business is the largest of its kind as well as the oldest in the 








Largest 
Line In 
City At 

46 

Park Place 




















Get 
Our 
Prices 


And 
Catalogue 











E offer a line of domes and portable shades that are unsurpassed 
W.. point of beauty, price and design. These goods are the kind 

that sellthemselves. Their exceptional beauty of color and de- 
sign will create the desire of possession in the heart of every woman who 
sees them. Put them in the display room or the office of your lighting 
company. They are sure to attract favorable attention. 











Central station men and jobbers are especially 
invited to visit our new store, 46 Park Place, 
New York City, and examine our extensive 


line of distinct creations in shades. 


Unique Art Glass and Metal Co. 


46 Park Place, New York City 
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ELECTRIC jetztones 


NOVELTIES 
Catalog of 200 Free Ifit’s Electric we have it. Big Catalog 4c 
OHIO ELECTRIC WORKS, Cleveland, Ohio 


The World’s Headquarters for Dynamos, Motors, Fans, Toys, 
Batteries, Belts, Bells, Lamps, Books. 


We Undersell All Want Agents 














Electric Cooking 








Among your house customers are many 
women who will do their own cooking 
all through the coming summer. ‘The 
electric range will appeal to them. One 
of the strongest arguments for its use 
is that it permits the hostess to prepare 
a full course dinner, serve it hot and 
sit down to enjoy it, herself comfortably 
cool. Simplex Electric ranges are attract- 
ive and complete in all details. Haven't 
you got some customers who would be 
interested ? 





Electric Irons 


The regular line of Simplex Electric 
Household Irons includes four sizes 
3, 4%, 5 and 6 pound. You can suit 
your customer's needs whether she 
wants one for the sewing room or the 
laundry. Remember you are sure of 


SIMPLEX QUALITY 


SEX TLECRCHEAING? 


CAMBRIDGE, MASS. 
CHICAGO OFFICE: _MONADNOCK BLOCK 








Central Station Managers 
and Contract Agents 


will do well to consider the future. When 
Starting a sign campaign it is, perhaps, easier 
to place a number of cheap signs. They look 
as well as the higher priced ones when first 
received, but the good looks are not perma- 
nent. Get the best! 

Haller Electric Signs are the best. 


HALLER SIGN WORKS 


(Inc.) 
319-320 Clinton St., South, Chicago, Ills. 
































No Central 
Station Man 


or Solicitor, or one in any way connected 
with the selling of Electricity, should fail 
to fill out the coupon on page 146 or 184. 

This magazine is improving with every 
issue and in the future will contain valu- 
able information by well-known writers, 
who have made a life-long study of Power 
and its disposal. 

Send in your subscription today. 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 





















May 1908 Selling Electricity Advertisers 189 


BE LIKE THE BEE | | 





























look dull and dubious. It is only when prosperity appalls that the bee 
ever stops working. | 
This is good judgment. _It should be emulated by every Central Station 
Man. If effort must cease let it be when business prospects are soaring. In 
dull times don’t cut down--double your reserve forces--increase your efficiency. 
If a man sees an avalanche coming he doesn’t wait forit. Heruns. Walk- 
ing can wait until danger is past. 
Times have been dull. They are not hilariously rapid yet—But right now 
isthe time to do things and right now it is the Commercial end of the Electri- 
cal business that needs the strongest boosting. 


That Is Where We Can Help 


Our Commercial Engineering Investigation report will put you in keener 
touch with your business possibilities than you have ever been before. 

We don’t think we can run your business 6ut WE KNOW that we can 
bring a varied experience along Electrical Commercial lines to bear on your 
plant and make it yield better returns. 

We don’t simply point out your weak points. Almost anyone can do that. 
Our work is constructive. We don’t tear down, we build up. 

We show you how to increase your earnings. Then we help you do it. 

Let us hear from you on this proposition. 


@ ici bee never gets discouraged and never stops to repine when things 


os 
SS - 




















C. W. LEE COMPANY 


WEST STREET BUILDING : 2 9 4 NEW YORK CITY 
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HOW TO ADVERTISE 
A RETAIL STORE 


BY ALBERT E. EDGAR 
TEACHES 


How to lay out advertising copy, 























How much space to use, : 

How to design an attractive space-saving name-plate, 

What a headline should accomplish, 

How to get and use proper illustrations, 

How to write your advertising introductory, 

How to describe an article so as to make sales, 

What style and method of pricing you need, 

The preparation of effective, free advertising, 

How to find and properly use selling points, 

The making of store papers, booklets, leaflets, folders, advertising letters, and 
mailing cards, 

The organization of a follow-up system, 

The uses of calendars, blotters, post-cards, advertising novelties, package en- 
closures, and hand-bills, 

Proper methods of window advertising, 

Correct outdoor advertising, 

Spring, fall and other openings advertising, 

Two-hundred-fifty selling helps, guessing and voting contests, drawings, schemes 
to attract boys and girls, premium schemes, 

The sensible advertising of special sales and clearance sales, 

The uses of leaders and bargains, 

Many novel sales plans, 

The promotion of business in a number of specific retail lines—this department 
alone occupies about 100 pages, 

Mail order advertising and general advertising, | 

Points about type, borders, ornaments, and cuts, 

Nearly 20 pages of practical and helpful hints on how to lay out advertising copy, 

How to read proof and technical terms. 


ed 





How this is done is demonstrated by the use of 


641 ILLUSTRATIONS AS MODELS 


Showing how all these things are accomplished by the highly paid ad managers 
and the cross-roads storekeepers 


Price $3.50 Postpaid—on a money-back basis 


THE OUTING PRESS, DEPOSIT, NEW YORK, U. S. A. 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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ALL SIZES 
DESIGNS 
AND PRICES 























LOOK OUR 
CATALOGUE 
THROUGH 

IT IS FREE 











CONSIDER 


The Sales of Other Central Stations 
and You'll See That You Need 


MILLER 
PORTABLES 


Put them in your display room now. 








Every day you are without them, may 


mean a customer missed. 





LAMPS 


that are attractive, beautiful and har- 
monious; lamps that will enhance the 
decorations of any room; lamps whose 
uniqueness and originality of design and 
perfect finish make them the most com- 
pelling models for any central station 
display room. 





Edward Miller & 
Company 


MERIDEN, CONNECTICUT 
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The Cleveland Gas and Electric Fixture Co., Conneaut, Ohio 


CONNEAUT TUNGSTEN 
LUMINIERS 


HESE units were designed by a well-known 
Illuminating Engineer to supply the demand 


for a correct tungsten fixture, which should 

give the best possible distribution of light. 

The instant popularity of Conneaut Tungsten 
Luminiers 1s evidence of the need of such units. 
Sold complete with Holophane Reflectors and 
Tungsten Lamps, ready wired. 


WRITE FOR BULLETIN A 


The Cleveland Gas and Electric Fixture 
CONNEAUT, OHIO Company Craftsmen in Art and Science 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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a — . 7 
Have You Studied This 


Fan Proposition? 


Or have you just ordered fans of a certain make and gone 
ahead ? 

If so—Do you think you are giving yourself a square-deal ° 

The Fort Wayne Suspended Revolving Fan will satisfy a custom- 
er who has no use for a 16 inch model. It coversa field of its own, 
and you should not neglect the opportunity it offers for developing 
such business. 

Write for Bulletin Number 1105, then try at least one fan—in 
your own home or office. 





Fort Wayne Electric Works 


‘*‘Wood’’ Systems 


FORT WAYNE, INDIANA 
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PUBLIC OPINION 


Some lighting Companies are justly the victims 
of unfavorable public opinion. Many more are 
victims of misapprehension on the part of the 
public--where ignorance and politics have com- 
bined to work against things as they are. 






























T is necessary to tell your story if you 
are to stand well with the public. The 
Publicity League was formed to show 

the public that the best interests of the 

Member Companies and cities in which 

they operate are identical--to show that 

the advancement of one means advance- 
ment for the other--to show some of the 
obstacles that must be overcome before 
good service can be rendered--to show 
what electricity means to a city--to show 
that progress means light and power--to 
show the dangers of darkness--to show 
what electricity has done to make the 
world a livable place. 





The plan of the Pud/icity League provides that you pay only for what 
you get--and you don’t pay much for that. If you want to know 
what membership in the Pud/city League will do for you, send for 
an application blank. 








THE PUBLICITY LEAGUE 


74 CORTLANDT STREET (Room 406) NEW YORK 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 











